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ROI	Brain:	Theory	&	Practice

1. Theory: SIRFs, Calculations & Logic

2. Theory: MONICA Algorithm

3. Theory: Design Principles, Product Tour

4. Practice: Hands-on with ROI Brain™ Dashboard

5. Practice: Hands-on with ROI Brain™ Planning Software

6. Practice: Hands-on with Support & The “What’s New, What’s Next, What’s Desired” cycle

7. Certification Quiz
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As A Marketer, What Do You See?

Section:			1 2		3		4		5		6		7	
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How Do You Rate This Advertisement?

Roll Advertisement from Super Bowl
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Goal for Today: 
Uncover The Hidden Logic Behind Every Marketing Decision

Was that Super Bowl advertisement 
really a good idea?

SIRF

Section:			1 2		3		4		5		6		7	
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Part	1:	SIRFs
Unlocking	the	relationship	between	marketing	dollars	

and	marketing	outcomes

Section:			1 2		3		4		5		6		7	
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Discussion:

What Are The Main Factors Used To 
Calculate A Program’s ROI?

Section:			1 2		3		4		5		6		7	
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Key Concept 1

What Are The Factors That Determine Message ROI?

Message Exposure

Cost

Impact of those reached

ROI

Example:
Each sale is worth $2,000 in profit. 

Total Cost: $10,000 
Reach: 100,000 people, average frequency 3.5 
Impact: 0.02% converted to buyers (20)

Total Profit: $40,000 in profit

Return on Investment: $4 ($40,000/$10,000)

& Value of the impact

FLIRF

Section:			1 2		3		4		5		6		7	
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Avoid	Misattribution
See	Advertising	Research	Foundation	(ARF)	Paper	on	misattribution

5 Flaws of Attribution

Mis-attribution

Section:			1 2		3		4		5		6		7	
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Key	Concept	2

Different	Messages	Have	Different	Impact
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Section:			1 2		3		4		5		6		7	
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Case	Example:	Right	Message	To	The	Right	Person

Different	Messages	Have	Different	Impact	For	Different	People
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Key Concept 3: Optimizing for shorter-term versus longer-term impact

Defining Your “Objective”
Discussion: If you optimize for the last purchase, will you grow your sales? 

Trigger

Consider

Search

Acquire

Choose

Experience

Section:			1 2		3		4		5		6		7	
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Discussion:

What Is The ROI On A Branding Initiative?

Message 
Exposure

Cost

Impact of those reached

ROI

Example:
Each sale is worth $2,000 in profit. 

Total Cost: $10,000 
Reach: 100,000 people 
Impact: +3pts Top brand considered (+3000 people)

Total Profit: $200,000 in profit

Return on Investment: 

300*
(# of people impacted per $1000 dollars)

$3.33*
(Cost per person impacted)

Path To Purchase Conversion to Sales: 3% 

(9 buyers = $18,000 in sales = $1.80 ROI)

& Value of the impact
Section:			1 2		3		4		5		6		7	
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Brand	to	Behavior	(The	Leading	Indicator	Model) Sales	&	Consumer	Intention

GOAL: Influence	the	NEXT	purchase

• Find	the	predictive	relationship

between	sales	& brand	perceptions.

• Person-level	path-to-purchase	analysis

using	digital	data,	surveys	and

statistical	analysis	of	how	brand

perceptions	drive	sales.

• Linkage	to	which	advertisements	&

offers	influence	which	brand

perceptions	leading	to	sales.

• Exposed/Control	exposure	validation

of	brand-to-behavior.

• Benchmarks	for	your	industry	as	“quick

start.”	Validated	every	6	months.

Result: We	know	 the	value	of	branding	 to	

sales,	and	will	measure	brand	as	a	leading	

indicator	of	sales.

Search

DMP/CRM

Purchases

Brand	Perception	&	IntentGeo-Location

Social

Proprietary

Proprietary

Proprietary Proprietary

Media	&	Devices
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Linking Brand To Behavior: Leading Indicator Model
The Analysis

ß 3 Years à

co
n
ve
rs
io
n

Section:			1 2		3		4		5		6		7	
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Optimizing on Life Time Value / Longer Term Value
Automotive Case Example

Section:			1 2		3		4		5		6		7	
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Optimizing on Life Time Value / Longer Term Value

Automotive Case Example

Section:			1 2		3		4		5		6		7	
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Optimizing on Life Time Value / Longer Term Value
Automotive Case Example
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Optimizing Multiple Messages

TV

51.2%

Mobile

9.1%

Print

8.3%

Digital

20.3%
2.5%Radio

4.5%

Person	Level	Optimization

Overall

Optimization

Section:			1 2		3		4		5		6		7	
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SIRF Building Exercise

Part 1: What is your goal from Marketing? 

1. Consider your marketing investment overall

2. Determine point in path to purchase you are most trying to influence with that marketing
investment, then estimate SIRFs & ROI

Part 2: What is the Specific ROI of a Marketing Tactic

1. Select a specific marketing lever/tactic  (an event you are sponsoring, a specific TV placement,
etc.)

2. Estimate the number of people you will reach with the specific marketing activity

3. Use the cost, reach and impact to calculate the break-even for ROI.

4. Identify how you would set up a test & control, measure the SIRF.

Use the form and upload your example for feedback. 

Section:			1 2		3		4		5		6		7	
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Discussion:

What Is The ROI On A Branding Initiative?

Message 
Exposure

Cost

Impact of those reached

ROI

Example:
Each sale is worth $2,000 in profit. 

Total Cost: $10,000 
Reach: 100,000 people 
Impact: +3pts Top brand considered (+3000 people)

Total Profit: $200,000 in profit

Return on Investment: 

300*
(# of people impacted per $1000 dollars)

$3.33*
(Cost per person impacted)

Path To Purchase Conversion to Sales: 3% 

(9 buyers = $18,000 in sales = $1.80 ROI)

& Value of the impact
Section:			1 2		3		4		5		6		7	
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Super Bowl Performance
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Key	Concepts	Summary

1. Measuring	impact,	calculating	ROI,	and	avoiding	misattribution

2. Message	level	impact,	different	messages	have	different	impact	to	different	people

3. Optimizing	for	shorter-term	versus	longer-term	impact

Section:			1 2		3		4		5		6		7	
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Up	Next:	MONICA	Algorithm

1. Theory: SIRFs, Calculations & Logic

2. Theory: MONICA Algorithm

3. Theory: Design Principles, Product Tour

LUNCH

4. Practice: Hands-on with ROI Brain™ Dashboard

5. Practice: Hands-on with ROI Brain™ Planning Software

6. Practice: Hands-on with Support & The “What’s New, What’s Next, What’s Desired” cycle

7. Certification Quiz


